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I
摘要
本文以孔子学院品牌建设的必要性作为研究出发点，以移动互联时代的到来
以及微信公众平台的品牌传播优势作为研究背景，以全球孔子学院的“大本营”
和“大管家”——孔子学院总部的官方微信公众号“孔子学院”作为主要案例研
究对象，同时对比借鉴世界四大知名语言文化推广机构官方微信的品牌传播优质
策略，进而运用品牌传播相关理论工具探讨分析基于微信公众平台的孔子学院品
牌传播策略，主要从以下五个方面给出了建议，以期对孔子学院的内涵式建设以
及可持续发展有所裨益。
一、品牌识别传播策略。一是品牌理念识别的全球标准化传播策略，在微信
公众平台的“功能介绍”和“首次问候”中加入能够体现孔子学院品牌理念的品
牌口号“学习汉语，体验文化，读懂中国”；二是品牌视觉识别的全球本土化传
播策略，海外孔子学院微信公众号的头像设计应坚持全球标准化与本土化的有机
统一。
二、品牌定位传播策略。一是微信公众平台底部菜单的一级菜单应该包括孔
院简介、汉语学习、中华文化三大内容，并及时更新菜单内容，形成流动性的自
定义菜单设置；二是推文栏目的设置包括“孔院新闻”、“汉语学习/教学”、
“中华文化”、“人物感言”等，其中“孔院新闻”和“人物感言”栏目可以依
靠“用户生成内容”；三是开通垂直细分公众号，向受众提供更精准的推送服务。
三、品牌叙事传播策略。一是在微信公众号中开设人物故事类“原创”栏目，
通过“英雄之旅”叙事框架，让受众感受到孔子学院的品牌理念和品牌价值；二
是采用多样化的叙事形式，更多地选择“图文”与视频、音频的组合形式。
四、品牌互动传播策略。主要包括品牌所有者与目标受众互动、品牌家族内
部互动和同类品牌互动三个方面。
五、本土化品牌传播策略。一是保证推文呈现的时效性，二是采用双语式的
推文形式，三是推文内容与孔子学院所在地的文化、名人、热点相结合。
关键词：孔子学院；微信公众平台；品牌传播
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Abstract
This paper aims to study brand communication strategies of Confucius Institute
based on Wechat public platform, in hope that it will benefit the connotation
construction and sustainable development of Confucius Institute. The main origin of
the study is the necessity of brand building of Confucius Institute. At the same time,
with the arrival of the mobile Internet era and the information dissemination
advantage of Wechat public platform, Confucius Institute has a new brand
communication channel. Take Wechat official account of Confucius Institute
Headquarters as a main example, and learn good brand communication strategies
from Wechat official accounts of the four language and cultural promotion agencies.
Main suggestions are as follows:
1. Brand identity communication strategy. The first one is standardized of brand
mind identity, “ fuction introduction ” and “ the first greetings ” should include brand
slogan “learn Chinese, experience culture, understand China”, which can reflect brand
mind of Confucius Institute. The second one is glocalization of brand visual identity,
the portrait setup of Wechat official accounts of overseas Confucius Institutes should
combine standardization with localization.
2. Brand positioning communication strategy. The first one is the bottom menu
bar should include the introduction of Confucius Institute, Chinese learning and
Chinese culture. At the same time, it is necessary to enture updated bottom menu bar
setup. The second one is the column type of the push articles should mainly include
the news of Confucius Institute, Chinese learning and teaching, Chinese culture and
character testimonials. The news of Confucius Institute and character testimonials can
depend “ user generated content ”. The third one is to set up vertical and subdivisional
Wechat official accounts, which can provide more accurate services to the audiences.
3. Brand narrative communication strategy. The first one is to set up the column
“ character story ” , which uses “ hero’s journey ” narrative framework. The second
厦
门
大
学
博
硕
士
论
文
摘
要
库
Abstract
III
one is to use wide variety of narrative forms. It is more popular to combine image-text
and audio or video.
4. Brand interaction communication strategy. To develop the interactions
between brand owner and target audience, brand family and similar brands.
5. Brand localized Communication Strategy. The first one is to ensure
time-efficient push articles. The second one is to use bilingual push articles. The third
one is to combine push content with the local cultures, celebrities and hot topics.
Key words: Confucius Institute; Wechat Public Platform; Brand
Communication
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